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Synopses 135MEDIA MIX ELEMENTS AFFECTING BRAND EQUITY: A STUDY OF THE INDIAN PASSENGER CAR MARKET
Tanmay CHATTOPADHYAY, Rudrendu Narayan DUTTA and Shradha SIVANIThe study develops and empirically tests
a model for finding the effect of advertising
frequency across different media vehicles
towards building brand equity for the Indian
passenger car market for first time and
repeat buyers. The skew between first time
and repeat buyers in India is 37% to 63% and
hence both the buyers constitute a big
chunk of the market, thus providing an
opportunity to manufacturers to
communicate accordingly with their
consumers. First time buyers are expected
to have lower category knowledge than
repeat buyers, and are also expected to
behave differently. Since the knowledgestructures of these two groups are expected
to be different, it is reasonable to expect
that they would process product/brand
related information differently.
The dimensions of brand equity were
thought to affect overall brand equity,
which, in turn, is expected to affect the
final brand choice made by the consumers.
The effect that selected media mix
elements had on the dimensions of brand
equity was examined. The media mix
elements considered were television
advertisement, event sponsorship, press
advertisement, internet advertisement and
mobile advertisement. The passenger carmarket was differentiated based on the
price of the car as premium, volume and
economy type. Shopping centre intercept
survey was conducted to collect respondent
data. A total of 200 valid responses were
obtained. The Structural Equation Model
was used as the tool for analysis.
The results showed that the effects of
different media mix elements were
different for first time and repeat buyers of
passenger cars. This suggests that as
a consumer gains more knowledge about
a product category, he starts behaving
differently from first time buyers, who have
less knowledge about the category.INTERVIEW
CREATING A SUCCESSFUL CULTURAL PRODUCT: INTERVIEW WITH RAJU HIRANI
J. RAMACHANDRAN and Sourav MUKHERJIThe discipline of Management seeks to
distinguish successes from failures, and then
investigate the causes behind such
successes and failures so that managers can
make informed choices. However, making
such distinctions in the case of cultural
goods, such as movies, which are non-
material, serve an aesthetic rather than
utilitarian purpose and derive value from
the subjective perceptions of consumers, is
challenging. In this context, J
Ramachandran and Sourav Mukherji spoke
to Raju Hirani, who has directed three
‘super-hit’ Hindi films, to try andunderstand the reasons for his success in
a highly unpredictable industry.
Since creative works, unlike scientific
endeavours, are often inseparable from
their creators, and are embedded in the
creator’s philosophy and perspective of life,
the interview begins with Hirani’s personal
journeydhis rejection of the stock
‘engineering’ option, his formal training in
film making in the Film Institute, his
formative days as an editor, his entry into
direction as an ad-film maker and the
eventual success of his films Munnabhai, its
sequel Lageraho Munnabhai, and lately, 3Idiots. In an industry where much depends
on the successful balancing of the creative,
marketing and organisational dimensions,
and the leadership role is akin to that of
a conductor of an orchestra, the interview
explores how Hirani co-ordinates between
his motley crew of ‘stars’ and technicians,
and manages the vital relationship with his
producers. We learn how star power
influences distribution and that with
corporatisation, the industry has departed
from its earlier informal ways, and the
business of film-making has become
professional and streamlined.ROUND TABLE
VENTURE CAPITAL AND EFFICIENCY OF PORTFOLIO COMPANIES
A. THILLAI RAJANVenture capital (VC) is considered an
important source of financing today for
entrepreneurial and early stage businesses
and several successful businesses have
received VC funding at some point in theirlives. While the growth of VC in India has
been more recent, it has recorded the
fastest growth rate globally. However,
research on the Indian VC industry has been
limited. A review of the academic literatureon venture capital and the efficiency of the
portfolio firms, reveals VC to be distinct
from other sources of financing such as
banks, and that by and large the
performance of VC funded companies is
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companies. Which leads to the question:
Can the better performance be attributed
to better screening and selection of
investment opportunities or to the
managerial inputs and value addition
provided by venture capitalists (VCs) after
investment?
To engage with these questions prompted
by a review of the academic literature, and
to share their experiences, IIMB
Management Review invited a panel of VCs,
entrepreneurs and academic researchers for
a round table discussion on Venture Capital
and Efficiency of Portfolio Firms.
Samir Kumar, Managing Director, Inventus
Advisory Services, said unequivocally that
VCs are focused on achieving large
financial returns from their investments.
While making an investment decision, VCs
look at the composition and capability of
the entrepreneurial team, for large and
fast growing markets, a differentiated
value proposition, and feasible exit
opportunities. VCs add value to their
portfolio companies by working closely
with the entrepreneur, acting as sounding
boards and providing strategic advice.They extend their networks to help
companies acquire customers, hire
people and identify investment bankers
on exit.
Guhan Subramaniam, Managing Partner,
IL&FS Investment Managers elaborated on
the potential areas for value addition,
which included intellectual and relationship
capital along with monetary capital. As the
relationship builds on the perceived needs
of the enterprise and the potential ability of
the investor to contribute, VCs create
a network that benefits the entire
ecosystem, they mentor the CXOs and
senior management, help companies build
the right values by focusing on corporate
governance, and on exit, help with the IPO
or M&A.
Emphasising the requirements of small and
medium enterprises (SMEs), Ramesh Emani,
Co-Founder and CEO, Insta Health Solutions
said that VCs could help them grow through
the provision of capital, functional
expertise and ‘positive pressure’. Pondering
the concepts of efficiency and value
addition, Prof G Sabarinathan of IIMB said
that as VC investments are largely in
unlisted companies, financial returns maynot always present a reasonable picture of
efficiency, and operational efficiency and
value addition are problematic in terms of
measurement. Value addition practices
have also changed of late. Staged financing
is an important lever that VCs use to create
value, other processes being seeking board
representation in the portfolio company,
use of covenants, and engagement with the
portfolio companies at the operational
level.
In the discussion, the panel members felt
that both the selection process of VCs as
well as the value addition after investment
shared the credit for the better
performance of VC funded firms, though the
apportioning was often contextual; research
has also revealed wide gulfs in the
perception of the investor and the
entrepreneur in the contribution of the two
to the success and efficiency of firms. The
different focus areas of early stage and late
stage investors, the need to build trust
between the VC and the entrepreneur, the
importance of the environment or the
jurisdiction in which the players operate,
and the emerging VC model were also
discussed.
